
















Newcastle University ePrints - eprint.ncl.ac.uk 
 
Apiraksattayakul C, Papagiannidis S, Alamanos E.  
Shopping via Instagram: The influence of perceptions of value, benefits and 
risks on purchase intentions. 




The International Journal of Online Marketing (IJOM) (ISSN 2156-1753; eISSN 2156-1745), Copyright © 
2017 IGI Global. Reproduced with the publisher’s permission. 
DOI link to article: 
https://doi.org/10.4018/IJOM.2017100101  
Date deposited:   
11/09/2017 
The International Journal of Online Marketing is indexed or listed in the following: ACM Digital Library; Bacon’s Media 
Directory; Cabell’s Directories; DBLP; Google Scholar; INSPEC; JournalTOCs; MediaFinder; ProQuest Advanced 
Technologies & Aerospace Journals; ProQuest Computer Science Journals; ProQuest Illustrata: Technology; ProQuest 





Chayada Apiraksattayakul, Newcastle University Business School, Newcastle upon Tyne, UK 
Savvas Papagiannidis, Newcastle University Business School, Newcastle upon Tyne, UK 
Eleftherios Alamanos, Newcastle University Business School, Newcastle upon Tyne, UK 
21	 The	Effects	of	Utilizing	Social	Media	Tools	During	Crisis	from	Public	Relations	Practitioners’	Views	in	the	
UAE;
Hamza Saad Mohamed, Minia University, Minya, Egypt & Faculty of Humanities and Social Sciences, Zayed 
University, Dubai, UAE 
39	 The	Influence	of	Assortment	Satisfaction	on	Customer	Loyalty:	An	Empirical	Survey	of	Students;
Pranay Verma, Footwear Design Development Institute, Noida, India 
Anil Kumar Sharma, Footwear Design Development Institute, Noida, India 
52	 Demographic	Factors	Associated	with	Online	Shopping	Experiences	of	Saudi	Arabian	Women ;
Ragad Abdulhameed Hannon, Kansas State University, Manhattan, KS, USA 
Walter Richard Schumm, Kansas State University, Manhattan, KS, USA 
63	 Assessment	of	e-Business	Mode	of	Selected	Private	Universities	in	the	Philippines	and	Pakistan;
Gilbert M. Talaue, Business Administration Department, Jubail University College – Male Branch, Jubail 
Industrial City, Saudi Arabia 
Tahir Iqbal, Business Administration Department, Jubail University College – Male Branch, Jubail Industrial City, 
Saudi Arabia 
CopyRight
The International Journal of Online Marketing (IJOM) (ISSN 2156-1753; eISSN 2156-1745), Copyright © 2017 IGI Global. All rights, including 
translation into other languages reserved by the publisher. No part of this journal may be reproduced or used in any form or by any means without 
written permission from the publisher, except for noncommercial, educational use including classroom teaching purposes. Product or company names 
used in this journal are for identification purposes only. Inclusion of the names of the products or companies does not indicate a claim of ownership by 
IGI Global of the trademark or registered trademark. The views expressed in this journal are those of the authors but not necessarily of IGI Global.
Volume 7 • Issue 4 • October-December-2017 • ISSN: 2156-1753 • eISSN: 2156-1745




International Journal of Online Marketing




Shopping via Instagram: 
The Influence of Perceptions of Value, 
Benefits and Risks on Purchase Intentions
Chayada Apiraksattayakul, Newcastle University Business School, Newcastle upon Tyne, UK
Savvas Papagiannidis, Newcastle University Business School, Newcastle upon Tyne, UK
Eleftherios Alamanos, Newcastle University Business School, Newcastle upon Tyne, UK
ABSTRACT
This﻿study﻿presents﻿an﻿empirical﻿investigation﻿as﻿to﻿the﻿key﻿determinants﻿of﻿purchase﻿intention﻿towards﻿
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According﻿ to﻿Sinha﻿ and﻿Desarbo﻿ (1998),﻿ “…perceived﻿value﻿ is﻿ clearly﻿ a﻿multi-dimensional﻿
construct﻿derived﻿from﻿perceptions﻿of﻿price,﻿quality,﻿quantity,﻿benefits﻿and﻿sacrifice…”﻿In﻿line﻿with﻿
this﻿view,﻿Sweeney﻿and﻿Soutar﻿(2001)﻿have﻿developed﻿a﻿multi-dimensional﻿construct﻿of﻿perceived﻿
value,﻿ identifying﻿ this﻿ as﻿ consisting﻿ of:﻿ price,﻿ quality,﻿ social﻿ and﻿ emotional﻿ value.﻿ Studies﻿ have﻿
previously﻿shown﻿that﻿perceived﻿value﻿has﻿a﻿positive﻿correlation﻿with﻿customer﻿purchase﻿intentions,﻿
but﻿mainly﻿in﻿the﻿offline﻿business﻿(Akdeniz,﻿2012;﻿Sweeney﻿&﻿Soutar,﻿2001;﻿Wang,﻿2010).﻿In﻿online﻿
commerce,﻿perceived﻿risk﻿ is﻿a﻿crucial﻿ factor﻿directly﻿ impacting﻿upon﻿customer﻿ intentions﻿ to﻿buy.﻿
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Figure 1. Conceptual model of this study
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2.2.6. Benefits

















2.2.7. Electronic Word of Mouth
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4.1. Analysis of Reliability and Validity
Confirmatory﻿factor﻿analysis﻿was﻿used﻿to﻿test﻿the﻿reliability﻿and﻿validity.﻿All﻿items﻿load﻿significantly﻿











benefits﻿were﻿also﻿ found﻿ to﻿have﻿a﻿ significant﻿and﻿positive﻿effect﻿upon﻿purchase﻿ intention﻿ (H6﻿ is﻿
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Table 2. Demographics of the respondents (n = 200)
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Table 3. Construct validity

































Method: ML; Model fit: χ2(161) = 314.687, CMIN/DF = 1.955, CFI = .951, RMSEA = .069
Table 4. Discriminant validity and average variance explained
Construct AVE PeW PEV PSV PP PQ PR PB PI
Perceived﻿eWOM﻿(PeW) .690 .831
Perceived﻿Emotional﻿Value﻿(PEV) .699 .700 .836
Perceived﻿Social﻿Value﻿(PSV) .695 .509 .429 .834
Perceived﻿Price﻿(PP) .757 .753 .570 .469 .870
Perceived﻿Quality﻿(PQ) .754 .720 .737 .455 .797 .869
Perceived﻿Risk﻿(PR) .804 -.639 -.484 -.470 -.612 -.514 .897
Perceived﻿Benefits﻿(PB) .679 .716 .605 .402 .792 .814 -.488 .824
Purchase﻿Intention﻿(PI) .664 .695 .626 .632 .762 .751 -.627 .781 .815
The diagonal of the table presents the square root of AVE. Numbers below the diagonal represent the correlations between the factors.
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Model B Std. Error Beta t Sig.
(Constant) -3.200E-16 .046 .000 1.000
Perceived﻿Social﻿Value .220 .054 .220 4.050 .000
Perceived﻿Price﻿Value .200 .074 .200 2.700 .008
Perceived﻿Quality﻿Value .099 .077 .099 1.296 .197
Perceived﻿Emotional﻿Value .089 .064 .089 1.388 .167
Perceived﻿Risk -.160 .059 -.160 -2.698 .008
Perceived﻿Benefits .251 .073 .251 3.459 .001
Perceived﻿eWOM -.022 .073 -.022 -.298 .766
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(2007)﻿points﻿out﻿that﻿members﻿of﻿the﻿younger﻿generation﻿are﻿more﻿likely﻿to﻿perceive﻿a﻿lower﻿degree﻿





upon﻿ the﻿ purchase﻿ intentions﻿ of﻿Thai﻿ customers﻿ towards﻿ apparel﻿ shopping﻿via﻿ Instagram.﻿These﻿
results﻿are﻿in﻿line﻿with﻿previous﻿research﻿as﻿to﻿the﻿key﻿role﻿of﻿perceived﻿benefits﻿on﻿the﻿purchase﻿
intentions﻿held﻿towards﻿online﻿clothing﻿in﻿different﻿countries﻿(Kim﻿et﻿al.,﻿2008;﻿Loan﻿et﻿al.,﻿2015).﻿
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